Many companies have recognized the importance of developing an online platform with the objective of having a higher interaction with the client, and influence them in the electronic commerce, through the buying process. The adoption of electronic commerce strategies in the Mexican industry has not been widely studied; a literature review shows the lack of it in this ambit, reason why was interesting to realize this investigation, specially, to apply it to Hermosillo, Sonora's inhabitants to identify the behavior and consumption habits, through electronic commerce, for which was necessary to answer the questions related to the level of adoption and interaction of companies with consumers, through electronic commerce as a new business opportunity. A main result was that the 71.9% of population surveyed do not use the Internet for e-commerce because they are afraid of frauds and for data and personal information protection, while the 28.1% uses it for saving money and time. Having an online platform helps organizations to increase their potential clients and reach markets at a distance of their geographic ambit, with a service 24 hours a day, seven days a week.
Introduction
In México there are about 52 million Internet users, which represent, in recent years, an annual growth of 15%. This growth has taken place despite the low competitiveness conditions that prevail in the country. According to the Organization for Economic Cooperation and Development (OECD), México is one of the countries with the most expensive telecommunication costs. The services' high prices limit the access to the Internet to a great part of the population. A reduction in the prices of internet access will carry, as a consequence, a considerable increase in the percentage of internet insertion in México. Despite these conditions, an important part of México's population uses Internet constantly and is changing its consumption habits towards a higher usage of technology. Using technology allows users the opportunity and convenience of comparing prices in a fast and efficient way. These conditions are propitious for electronic commerce. Nowadays, consumers are using, in their buying processes, the information they find online. In México, approximately a 50% of Internet users use it to compare, contrast and look for characteristics of the products they want to buy. However, the percentage of people that effectively buy online is still low, since is estimated at only 4%.
The total electronic commerce market value in México is estimated at about 50-70 billion MXN in the year 2013, which represents only the 1% of electronic commerce penetration in the totality of the market [1] . However, it is expected that electronic commerce's pervasion increases in an accelerated manner in agreement with Internet's diffusion. Despite the fact that the electronic commerce market is in a growing stage in México, the actual offer is deplorable, stopping a great opportunity for companies to develop an attractive value offer for the consumers, and take a favorable position in the electronic commerce market. Coupled with this, México has a very high percentage of penetration in social networks, e.g. about 95% of internet users have a Facebook account [1] . Social networks concede an opportunity to interact with consumers, and therefore, the convenience of having a better brand's loyalty and a better relation to consumers. According to studies made by the Mexican Internet Association [2], organizations offered free shipping in 2013, which represented a sales increase of 19%, 2% more than the previous year. The month with most traffic in the Internet is December, with the 22%, and November is also an important month for electronic commerce in México, representing a 12% of sales.
A 74% of the poll organizations are completely satisfied effectuating electronic commerce in México; 11% more than in 2012. According to the study of the Internet Mexican Association (AMIPCI by its acronym in Spanish) [3] 37% of México's Internet users bought something through this mean. The 44% bought a product or service in national sites, which represents a 9% growing, compared to the year 2012, and an evident search of different options by Mexican internet users. For the Internet users become attractive the promotions of free shipping (62%), as same as the discounts offered (57%). A 39% buys online every month, 4% more than in 2012. The insight in 2013 for which Mexican internet users are buying online is practicality (66%); as well as saving time (66%). The 97% of people buying online has the intention of buying again. Summarizing, México's electronic commerce potential is considerable, with important advantages that contribute with different benefits for users. With the spreading of financial and Wi-Fi services, a better offer of products and services, as well as an effective assurance in data protection, there is no doubt that the electronic commerce will improve the degree of goods and services exchange, benefitting directly the final consumer.
Experimental
The Internet constitutes a revolutionary technological turn in the history of human communication, with a real time simultaneous connectivity among an unprecedented number of participants. It is, also, the fastest broadcasting technology in history [4, 5] . In a few years, the Internet has intensely transformed the comportment of social activities in the cultural, education, health, government administration, economic and communication ambits. What is more significant is that the transcendental impacts are yet to come. Now, the Internet figure is notorious, as indicated by Roddy, Obrst and Chever [6] , in "almost all" the business' world, it is located on the top of all the transformations triggered by this technology, as well as the manner on which business is administrated, and the manner that business relation between companies are conducted. The meaning of the Internet for the current time has been compared to the one that had, in its historical time, and for the past two centuries, the Industrial Revolution [7] . In a metaphoric meaning, Richard Karpinski [8] , considers that under the Internet's influence, businessmen are remaking the business DNA, and for a few years, without a precise meaning, it has been talked about the "new economy", referring to economic activities "articulated around the information technology" [9] . As a reflection of this reality, but also of the complexity of economic activities, terms such as e-commerce, e-business, e-procurement, e-collaboration, try to envision the emergent situation and commence to prevail.
Industrial market dynamic outcomes highly expensive compared to virtual market, which is characterized for keeping a settled or permanent relation among the ones interested in the same commercial target. Rifkin synthesizes it as follows: "The economy market is too slow to fully seize the speed and productive potential that makes possible revolutions in software, communication and telecommunication" [10] . The continuous evolution in communication and informatics disproportionately accelerates the velocity and flow of merchandise in the global market, through: "the software, servers, media digitalization, the Internet, and the mobile and wireless communication systems, that have connected the central nervous system of almost the 20% of humankind, in less than two decades, at light speed, twenty four hours a day, seven days a week" [10] .
Electronic sales or electronic commerce
The distribution system called online arises with the development of technology in communication and informatics, saying, the process of commercial transaction is made through electronic devices. A needed factor to generate this process is the credit card to pay the product that will be sent to the consumer's domicile, when is a tangible or a service. Nowadays, the Internet is considered the new channel of sales, with a high growing potential for the companies that offered consumer goods, as for the ones that navigate to connect to other organizations; given the increase in internationalization and disintermediation, the first disappears the geographic boundaries and the second, reduce considerably the intermediaries, from the beginning of the manufacturing process until the phase of distribution and commercialization of the merchandise. This last can be directed to entrepreneur-producer or to final consumer. The new business dynamics through the "virtual" market, has changed the world, shortening the time and distance of commercial transactions between suppliers and consumers. The global information generated through the Internet reduces the geographic, social and political boundaries, expanding and diversifying simultaneously the global markets. The opening of new markets is a priority for the fast development of the usage of new services and the assimilation of technology innovations.
In spite of all the benefits that the new dynamic of online commerce offers, in Latin-America, and especially in México, the impact of these changes has not allowed the total integration of consumer population to the new web consumption patterns for two reasons: on one hand, the exposure of paying with a credit card and shipping companies; on the other hand, the desire of shopping in the physical retailers markets, where the goods are touched, felt and observed, which also represents distraction and recreation for the buyer.
Theory/calculation

Methods
For the achievement of this study, it was designed an investigation with a qualitative, observational, descriptive, inductive, transversal and correlated approach. Data was collected from the questionnaires applied to the users selected randomly, from the period of January to March of 2014. To gather the information it was used the consolidation of research works made in México and other regions of the world, and it was complemented with the consultation of primary and secondary sources. According to the above, the qualitative approach was founded in the measurement of social phenomenon characteristics studied, as well as the group of people, according to the calculated sample, beginning with a pertinent conceptual, theoretical framework and well founded to the problem analyzed, through the relation between the variables objective of the study in an inductive manner [11] .
Objective of the research
To compile a study about consumers' preferences and the form they use the Internet for shopping; as well as to recognize the main online activities they make each time they are connected to an Internet web. 
Sampling
To consolidate the methodological base, the study population was established with individuals 18 years or older, and that live in Hermosillo, Sonora, that according to the 2010 Population and Housing Census, applied by the National Institute of Statistics, Geography and Informatics (INEGI by its acronym in Spanish), population in Hermosillo, Sonora is 456,209 inhabitants, for this, it will be used a simple random representative sample of the universe of probabilistic study of 664 residents, with an error margin of 5%, a 95% Confidence Level and a 50% Heterogeneity Level, based on this, a toll to collect the information was designed and validated, with the purpose of knowing the Internet users' opinions regarding the usage of electronic commerce as a consumption habit.
The sample was selected randomly, and the questionnaire applied to each one of the individuals on period mentioned above. The study's objective was explained, and the privacy and confidentiality of the information given was assured. At last, they were applied a total of 662 questionnaires distributed among the inhabitants of Hermosillo, Sonora (A response rate of 99.6%). The equation used to determine the simple random representative sample of the universe of probabilistic study is the following:
It is important to mention that, according to Santesmases [12] , the size of users' sample for finite populations, considering an error of 5%, with a confidence interval of 99% and, attribute-level heterogeneity (p and q) of 50%, gives as a result a sample size of 664 clients. When probability and proportion of success are unknown, a conservative criteria have to be applied (p = q = 0.5), which maximizes the sample size. If the certainty of Zα is equal to 99%, then the coefficient is 2.58.
Survey instrument
A questionnaire for data collection was used, structured with 56 items, and through a random application, according to the sample obtained. The questionnaire was designed to collect information referring to sociodemographic data, internet's consumption habits and shopping, online preferences, consumption ranges in monetary units, type of products acquired on the Internet, usage and preferences of social networks, among other aspects related to electronic commerce in the inhabitants of Hermosillo, Sonora. The measurement instrument was tested for validity and reliability. For that, it was used the internal consistency analysis, through Cronbach's alpha, which gave a result of 0.961. Alpha estimates the lower reliability coefficient and its expressed through the following equation:
Where k is the number of test items; Si 2 is the items variance (from l…i) and S 2 sum is the total test variance. The coefficient measures the test's reliability depending on two terms: the items number (or test length) and the test's proportion of total variance due to item covariance. This means that reliability depends on test length and the covariance between items. [12, 13] . Data analysis was made using the software Statistical Package for the Social Sciences (SPSS v21.0). Analysis were made about the Chi-square test, Pearson and Rho' correlation and Spearman between the variables that were evaluated, to measure the coincidence level between the distributions observed; the same way, the frequencies and descriptive statistics were applied to the numerical and categorical variables.
The first objective of the study was to determine the validity using the EFA (main components analysis with Varimax rotation method), which indicated that with nine factors or components, the 80.59% of the total variance was explained, that they are correlated, as is shown in table 1. The adequacy of the sample for the factors' extraction was confirmed, through the construct validity test of Kaiser-Meyer-Olkin (KMO Measure) and Bartlett Test of Sphericity. The results for the Sphericity Bartlett test were significant for the levels of 0.05 and 0.01, as it showed a significant value (P < 0.000); this indicates that the studied variables are very associated and correlated between them, which permits to reduce the number of factors, and definitely, was convenient using the questionnaire for the purpose of this research. Data can be observed in table 2. 
Results and discussion
People's characteristics
From the questionnaires applied, the main findings are presented, for the socio-demographic characteristics of the selected population according to the representative sample. In table 3, is detailed the gender, age range, and occupation, indicating that the average age was 30 years. 
Characteristics and significance of the variables
The first studied variable was the usage of the e-commerce as an online shopping option, the results obtained are shown in table 4, where is specified that the 71.9% of the survey population expressed not using the e-commerce for various reasons, that are enlisted in table 5, where the predominant factor is the one associated to mistrust (fear of frauds and data protection) that together totalize 281 cases, which is equivalent to a 49%; however, it is important to notice that the 18.5% of the population (106 individuals) expressed not knowing how to use the Internet as a tool for the e-commerce. On the other hand, in table 6, the individuals that use e-commerce as a commercial activity are detailed, where a 36.8% of them do it, because they claim to get excellent offers. The same way, table 7 shows the main reasons for shopping on the Internet, projecting that for the consumer is important to save time and being able to find a variety of products and brands in the sites visited on the Internet. On table 8, are detailed the payment methods most used by consumers, where credit or debit cards are used in a 59.4%, meaning 107 consumers, followed, in a lower scale or number, by bank account deposits with a 15.6% , affirmed by 28 consumers. The same manner stands out an average online shopping of $1,000.00 to $5,000.00
Mexican pesos, with a frequency of purchase that ranges from one month to six months, in a great percentage (62% of the consumers). The confidence level, when using the Internet for e-commerce activities, is given with the assurance offered by organizations to their clients or consumers at the time of making a purchase, as is shown in table 9. Table 10 displays the main products that consumers that reside in Hermosillo, Sonora, acquire through the Internet using the e-commerce. At last, and as a manner of proving the alternative hypothesis determined in this research, correlation tests were made, as Pearson's correlation test that indicated a high correlation level, as high as 84.5%, with a bilateral significance p (0.000) < 0.05. As for Spearman's Rho correlation, it is confirmed to a level of 93.0% and with the same statistics bilateral significance p (0.000) < 0.05, as is shown in table 11. 
Conclusion
At this day, businessmen have the opportunity of expanding their market and with that, increasing their sales of products and services through e-commerce or online. Commerce via Internet expands every year and those who do not seize the elements offered in the sales and promotion ambits will not have the results expected, especially with new consumers. Having a well-managed electronic commerce site, can bring high profits with a low investment. Running an online platform will help increase the potential clients; besides, under this model, companies can reach people not residing in the same city or country, seven days a week, 24 hours a day. People are used to using the Internet as a mean of shopping or payments; expressing that clients are buying online and every day more people are posting to this model.
It is very important to take into consideration that most of consumers "surf" the web more time that the one taken while shopping, reason why the confidence offered by the sites where products are commercialized is indispensable, in order to generate an atmosphere of trust that incentives the usage of e-commerce as a commercialization strategy for companies, and shopping for consumers.
The electronic commerce's pervasion in Hermosillo, Sonora state's capital, in México, remarks that is not significant. People interviewed specified elementary reasons for not using it: insecurity in the use of credit or debit cards, mistrust on providing personal information and not knowing how to use it. Despite these electronic commerce barriers, enterprises tend to address especially young people -between 18 and 34 years -(74.8%), who, according to these research results, are the ones willing to adapt to the new business practices. Even if is clear, that in Hermosillo, Sonora there is so much to do for the inhabitants to get familiar with the e-commerce, this investigation opens the doors for the companies to consider the Internet as a good sales channel, considering that every day consumers look for the speed and convenience of buying online.
